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The proposed framework is based upon the emerging research on the relationship between service quality and product strategy. This body of research stresses the following key points for companies to get and maintain a competitive advantage: (1) Value-added service provided by the company is one way of transforming customer-perceived undifferentiated products. (2) Customer service is a critical determinant of customer's perception of product quality, and in the long run, the company's level of performance.
(3) Service-support systems may be viewed not only as a basis of competitive advantage but also as a requisite basis to even compete or enter the specific business or industry.
Abstract: Davidow and Uttal, building upon the theoretical concepts of Levitt (1980) , have redefined customer service to mean "all features, acts, and information that suggest the customer's ability to realize the potential value of a core product or service." This definition offers several possible advantages: "It covers traditional customer service activities, such as handling complaints, but it also embraces many newer types of service, such as the microprocessor that tracks the performance of a car and informs the owner when service is needed. It covers the spectrum of customer service from designing a product for easy maintenance to offering attractive salvage terms for products that are past their useful lives.
. . . Another advantage of this definition is that it underlines
an important trait of customer service: It's a moving d I seeking to win through superior customer service constantly has to create new and different ways of enabling customers to realize value.
Finally, this definition concentrates on the value of products and services as they are used. All too many companies, when developing customer services, never bother asking customers what they expect. Not surprisingly, the services they provide often do nothing to raise customer satisfaction, and many even undermine it.
The authors, drawing upon in-depth case histories of successful and unsuccessful business leaders, offer a six-point plan that, if implemented systematically, will improve most companies service quality. The plan consists of developing a service strategy, Ieadership by example, personnel policies, designing services using customer input, constructing and implementing a customer service infrastructure, and continuous measurement.
The authors' conclude that:
. . . companies that provide outstanding service don't do it by dumb luck. They manage to do it. They put into action the six-point customer service plan. . . .They trounce their competitors by spending more effort and money on service, and by spending them in smarter ways. They spoil ciistomers not from altruism but purely out of self-interest. By leading customers to expect ever better service, and by exceeding those expectations, they build strong customer loyalty. In the same way they make less able competitors look worse and worse and lose more and more business.
The adaptive planning approach contains the three necessary ingredients required to adapt to changing and ambiguous markets.
The first is a strategic vision or theme that articulates the nature of the business and focuses the energies of all parts of the organization toward the task of outperforming the competition. The second ingredient is a market orientation in which the beliefs and values that pervade the organization emphasize the need to put the customer first. Finally, a successful business needs a robust process for formulating and choosing the best strategy in light of the issues facing the business. Key words: Service quality, total quality service (TQS)
DeCarlo
Abstract: Many companies attribute customer-service problems to front-line employees with poor interpersonal skills: they may train employees to be friendlier, but do nothing to change organizational cultures and systems. From Britain comes an innovative new approach, based on total quality principles, that weaves service quality into the fabric of the organization.
Gummesson, E. (Winter 1988
). Service quality and product quality combined. Review of Business, 9(3), 14-19.
Key words: Quality, service quality, product quality Abstract: Gummesson offers a timely proposition given America's increasing shift from a manufacturing-oriented management philosophy to a growing importance for service management and marketing. This proposition is that it is time to integrate quality thinking from products with services. The body of the article lends support to this proposition.
Initially, quality is redefined from a strict product or service orientation to an operational definition that incorporates both: "customer-perceived quality--quality is in the eye of the customer." Customer-perceived quality, according to Gummesson, "is a blend of objective facts and subjective judgments, of knowledge as well as of ignorance."
He points out that current service quality research is based upon identifying unique service-oriented models or blindly applying a product-oriented model to the service sector. As examples, he overviews three approaches: direct application of quality knowhow from products to services, models of determinants of service quality, and gap analysis. The computer software industry is used as an example of the joint importance of product and service quality on customer satisfaction. The author explores his basic proposition by initially presenting a historical perspective on marketing strategy. This is followed by a discussion on some of the empirical findings of market strategy affects on profits. Subsequent chapters in the book focus on the interface between assessing customer satisfaction and competitor information. Finally, leading to the conclusion that:
Guaspari, J. (1988
The trend in customer satisfaction is akin to the trends sweeping other areas of marketing. As marketers move from the more micro, psychological perspective of consumer satisfaction to the more macro, strategic view of product performance and product quality, they take a different view of consumers. Consumers are still the key focus of marketers. But today it is a more strategic view of customer satisfaction that dominates. That trend can be expected to continue.
Stralkowski, C. M., Klemn, R. C., & Billon, S . A. (Autumn 1988).
Partnering strategies: Guidelines for successful customersupplier alliances. National Productivity Review, 7(4), 308-
317.
Key words: Partnering, customer-supplier relationship, partnership Abstract: Partnering, as defined by the authors, is any process in which two or more companies cooperate to an unusually high degree to achieve their separate but complementary objectives. Stralkowski et al. argue that partnering is advantageous for both customer and suppliers. It can lead to increased sales, mutual improvements, higher trust, and mutual breakthroughs. But the authors point out that partnering can be risky, and, perhaps, it is not a situation for all companies.
The authors suggest several guidelines, based on previous research, which will facilitate a successful alliance between customer and supplier: (1) customize your partnership, (2) get top-down and bottom-up support, (3) organize cross-functional teams, (4) explore and prioritize, and (5) avoid pitfalls.
Examples of successful partnerships between companies are discussed. Key words: Customer-supplier relationship, customer feedback, customer satisfaction, customer commitment
Abstract:
The concepts of customer satisfaction and customer commitment are explored. This paper suggests that companies can achieve a strong, sustained relationship with their customers by involving them in their human resources practices.
Description of Techniques
How to measure customer-supplier quality perceptions? The authors in this section offer a variety of guidelines in response to this question. Using AT&T as the research organization, Donne11 and Dellinger (1990) and Leger, Ackerman, Coleman, and MacDorman (1987) Abstract: This book is the latest in a series of books (Albrecht, 1988; Albrecht & Zemke, 1985) by the first author devoted to improving service quality. This book, unlike the others in the series, gives the reader practical procedures or guidelines to use for implementing a useful service management program. The fulcrum of the authors' program rests upon their Service Triangle model. The Service Triangle consists of four interrelated parts: the customer, the service strategy, the people, and the systems. This book focuses on the central aspect of the triangle, the customer.
The customer is perceived to have several points of contact with the services or products provided a company. Each point of customer contact or moment of truth is critical for the company.
A moment of truth is that precise instant when the customer comes into contact with any aspect of your business and on the basis of that contact, forms an opinion about the quality of your service and potentially, the quality of your product.
Several methodologies are introduced by the authors to measure the impact of customers' moments of truth upon the company, including, but not limited to, constructing a report card or rating typology about customers' overall company and specific services or products perceptions.
The authors leave you with the conclusion that the customer is not a static target. As a result, measurement of a customer's moments of truth must be continuous. They recommend that companies should establish a Service Quality Measurement System (SQMS).
You need the SQMS not only to stay in touch with the perceptions of your customers, but also as a means of informing employees and managers just how well they are performing in their efforts to deliver quality service. Also, you'll need solid, quantitative data to support performance appraisals of those responsible for the delivery of superior service. Middle managers and supervisors need tangible feedback from customers so they can coach and encourage their employees in areas that need improvement. customer service as a way to create a competitive edge. A crowded market, global competition, little difference in prices, and no difference (as perceived by the customer) in product quality have made companies look for ways to differentiate their products or services from the rest of the market. The customer, also, has become pickier for the simple reason that he or she has more from which to choose.
He contends that a good customer service program, that goes beyond acceptable customer satisfaction, is a must for a competitive company. Several tips or guidelines for a successful customer service program are suggested: (1) get top management support, (2) define customer service, (3) involve middle managers, (4) survey customers, (5) involve employees, (6) measure or evaluate current company service standards, (7) sponsor individual initiative, (8) hire quality employees, and (9) continuously seek improvement.
The article overviews several companies that are using the guidelines in their organizations: Matsushita Electronics of America, TRW's Information Services Division in California, American Transtech in Florida, and Budget Rent-A-Car in Illinois. However, the author concludes that there is no one best way to augment or realize the full potential of a company's customer service effort.
forms, and general worksheets. It is divided into two major parts
This book is for anyone working to manage and improve a business operation or service. It teaches a way of thinking--a strategy for collecting and analyzing data to improve the efficiency of a business process and to increase customer satisfaction. Use it as a companion . . . to any quality improvement methodology. The data analysis strategy and skills taught here, used with the Customer-Supplier Model, will help you understand, control, and improve the ability of your process to deliver what customers want and expect.
., Bargatze, G. F., & Ledbetter, C.
Empirical Analyses
Section 3 includes materials to quantify customers-suppliers quality perceptions. Zeithaml, Parasuraman, and Berry (1990) present the most long-term research in this area. Their research has identified five general criteria or dimensions that underlay customers' determinants of service quality. According to the authors, the primary way to deliver high-quality service on any given dimension is to balance customers' expectations and perceptions of actual service and close the gaps between the two. Articles by Brown and Swartz (1989) The data analysis reveals several interesting insights about highgrowth, successful companies, and close-to-the-customer orientation:
1. High-growth companies tend to integrate customer data into their strategic plans.
2.
They spend more money on customer information channels, about 20 percent more on employees, and almost twice as much on contracted services and overhead.
3. They are significantly more vocal in talking about what works for them.
4.
They have excellent customer profiles.
5.
High-growth companies have developed structured, formal systems to monitor complaints, standards for response time, and networks to get the information to the people who can act upon it. 
Key words: Service quality, customer satisfaction, customer expectations
Abstract: his article presents a model of how customers with prior experiences and expectations assess service performance levels, overall service quality and service value.
More specifically, the authors state:
This study explores how customers integrate their perceptions of a service to form an overall evaluation of that service. It differs from prior research concerning service quality in two ways. First, it develops a multistage model of the determinants of perceived service quality and service value. Second, it describes how customers' expectations, perceptions of current performance, and disconfinnation experiences affect their satisfaction with a service, which in turn affects their assessment of service quality and value.
Using survey data from a national probability sample of 1,408 residential telephone subscribers in 1985 to explore their model, the authors conclude that: (1) Consistent with prior service quality research, the gap between performance and expectations is the key determinant of overall service quality. (2) There is a positive relationship between customers' assessments of service value and service quality. (3) Customers' background characteristics
The implications of our study are viewed best within the context of practice-oriented reporting about the trends toward closer buyer-supplier ties. Almost without exception, such reporting tends to view closer relationships as a universally desirable idea. Contrast this notion with our model.
The basic postulate in our work is that bilateral governance is not universally desirable. It is useful only when specific assets and uncertainty evoke a need to protect and to adapt. In the absence of such needs, joint action does not have beneficial effects and, given the costs associated with shifts away from market governance, it is likely to be detrimental to performance. At the very least, our study should serve as a cautionary tale about the conditions that evoke the need to craft closer ties with suppliers.
Henderson, J. C. (Spring 1990). Plugging into strategic partnerships:
The critical IS connection. Sloan Management Review, 31(3), 7-18.
Key words Customer-supplier relationship, partnerships
Abstract: The paper presents the results of research that provide a framework to develop a descriptive model of partnerships. The term partnerships was operationalized to be:
. . . a general management strategy. . . . is used to describe a working relationship that reflects long-term commitment, a sense of mutual cooperation, shared risk and benefits and other qualities consistent with concepts and theories of participatory decision making.
Two dimensions of partnership-style relationships are explored within the model. Partnership in context (PIC), which is defined as the degree to which the partners believe the partnership will be sustained over time. . . . Partnership in action (PIA) is defined as the ability of partners to influence policies and decisions that affect the operational performance of the partnership.
The model is based upon 28 interviews with senior line executives managing external or internal customer-supplier information systems relationships.
surround the service-quality issue and limit progress; to offer a framework that managers can actually use to understand and improve service quality; to offer specific and practical guidelines for improving service; and to convey the sense of urgency that we feel about improving the service quality in America.
Also emphasized in this book is the authors' attempt to go beyond formal research findings by presenting accumulated company case histones, quotes and ideas. 
Key words: Customer complaints, customer satisfaction
Abstract: "Treat the customer like a King" is the standard rule for employees in a service-oriented business environment. The "customer is always right" is another business axiom. As the authors point out, however, research shows that approximately 30 percent of product and service problems reported to companies result from customer errors or product misuse. Unfortunately, this group of customers is the most difficult to reason with.
Zemke and Anderson conducted a series of focus group interviews with front-line service employees in a variety of jobs (e.g., repair people, retail sales associates, customer service specialists, telemarketers, etc.) and asked about their most difficult customers. From the interview data, the authors developed five amusing, if not factual, profiles of difficult customers. Strategies or tactics to deal with difficult customers are suggested.
Section 4

Case Studies
Section 4 includes case studies from public-and private-sector organizations that have implemented strategies and techniques to improve customer-supplier relationships, and, in turn, service quality. Sepulcher (1988) presents an excellent overview of American organizations that are taking the lead in improving service quality.
Abstract: This article presents findings from the authors' ongoing study of service quality. Their work consists of two phases. Phase 1 was "qualitative and focused on how both customers and service firm executives perceive and evaluate service quality." To learn about customers' views on service quality, they conducted 12 focus-group interviews, three for each of four selected services: retail banking, credit cards, securities brokerage, and appliance repair and maintenance. Service-firm executives information was assessed by conducting in-depth face-to-face interviews with marketing, operations, and customer-relations executives in each of four nationally known companies. This phase of the research revealed that:
Customers evaluate service quality by mentally comparing their perceptions of delivered services with their expec tations of the service firms. They do this along ten distinct dimensions (reliability, responsiveness, competence, access, courtesy, communication, credibility, security, understandinghowing the customer and tangibles). This inquiry also revealed key gaps within service firms (such as the inability of customer-contact personnel to meet service-quality specifications laid down by management) that could have a bearing on service quality as perceived by customers.
Phase 2 focused on two objectives: (1) developing a valid and reliable survey instrument to measure customer perceptions of service quality, and (2) understanding and correcting the factors that impair service quality. A 22-item questionnaire, covering five dimensions of service quality (tangibles, reliability, responsiveness, assurance, and empathy) satisfied the first objective. The second objective was fulfilled by the development of a structured questionnaire given to employees in a national known bank.
In this article, the authors present and discuss a case study in the banking industry to demonstrate and explore their previous research. The final statement asserted by the authors is that:
Quality of service is more than a set of activities; it is, in the final analysis, primarily an attitude. Only leaders who insist upon service quality and are obsessed with it will stay the course through the pitfalls, the short-term financial pressures, and the discouragement, and succeed in meeting customers' expectations. , 4,7,9, 15, 16, 17,28 customer satisfaction, 5, 8,9, 10, 11, 13, 14, 15, 16, 17, 18,20, 23 , 3,4,5,8,9, 10, 13, 14,15, 16,17,20,21,22 
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